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Abstract 
 
In the past decade, food waste has emerged as one of the most important food sustainability 
issues in developed societies and has received increased attention from academic scholars, 
policy-makers, environmental and other civil society organizations. There have also been a 
growing number of efforts to mitigate this problem, an important component of which has been 
education to provide consumers with a clearer understanding of the food waste problem and the 
methods that they can take to change their food waste behaviors.  
One of the educational approaches has involved social marketing. Social marketers have 
recently turned to YouTube and other video-based social media to promote consumer education. 
This thesis examines eleven food waste videos that have been circulated on YouTube to observe 
how they have incorporated social marketing approaches.  In addition, the thesis employs 
rhetorical analysis methods to observe the potential influence of these videos on consumers’ food 
waste behavior. The primary finding is that food waste videos can be used as a social marketing 
tool for educating consumers about the food waste crisis. However, further in depth research is 
needed to explore the best forms of social marketing to address this problem. 
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Eulogy	  to	  a	  Rotten	  Apple 
 
Once	  there	  was	  an	  apple	  green, 
That	  persistently	  surrounded	  Mr.	  Him	  and	  Miss	  Mee, 
 
Mr.	  Him	  always	  woke	  up	  with	  that	  distasteful	  sight, 
And	  hoped	  every	  day	  to	  not	  see	  it	  the	  next	  night, 
 
Miss	  Mee	  also	  reminded	  herself	  of	  the	  Paled,	  once	  in	  a	  blue	  moon, 
But	  thanks	  to	  her	  indifference	  and	  sloth,	  the	  guilt	  usually	  gone	  to	  soon. 
	    
But	  untold	  days	  past	  and	  many	  nights	  faded, 
And	  slowly	  the	  rich	  Green	  turned	  into	  Yellow	  pallid, 
 
Finally,	  a	  day	  arrived,	  when	  in	  the	  night	  Mr.	  Him	  unyieldingly	  decided, 
“I	  will	  eat	  the	  Poor	  waiting	  aside	  and	  once	  and	  for	  all	  give	  it	  an	  ultimate	  Good	  Bye” 
 
But,	  the	  persistent	  struggle	  dried	  away	  the	  green	  apple, 
And	  the	  trashcan	  became	  its	  eventual	  memorial	  Chapel	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Chapter 1: Introduction	  
  
Food Waste- Thesis Problem 
An enormous quantity of food is wasted in rich countries every year. In most wealthy 
nations, and primarily in the US, UK, Australia, Republic of Korea, Japan, Canada, and Western 
Europe, the amount of food waste is rapidly rising at the later stages of the supply chain. Due to 
supermarkets uptight esthetic standards on food items more than 25% of edible food is rejected 
due to imperfect size, shape or color. (The Swedish Institute for Food and Biotechnology 2011). 
Each year, US food services, convenience stores, and supermarkets discard 77 billion pounds of 
edible food worth $30 billion (Mehmet Melikoglu 2013, p. 158). “In the UK, food and drink 
waste is estimated to be approximately 14 megatons (Mt), of which 20 percent is associated with 
food processing, consumption and retail (Julian et.al 2010, p. 3074).”  
 
According to a Food and Agriculture Organization (FAO) report in 2015, overall food 
waste at the consumer stage is almost 35% and especially excessive among higher income 
groups. Food waste occurs at every level of supply chain yet reducing the consumers and 
households is a priority. A large part of the food lost higher up in the supply chain is used for 
feeding animals, whereas household waste mostly ends up in landfills that causes additional 
environmental impact (Doorn, 2016, p. 53). Food garbage gradually rots in landfills generates a 
significant amount of harmful gases such as methane and carbon dioxide that increases 
atmospheric pressure and the rate of global warming. These toxic leaking chemicals called 
leachate mix with soil and groundwater and make them unfit for any use (FAO, 2015). Also, 
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natural resources such as water, land, and fuel that are used for producing food are also wasted 
when food is disposed unnecessarily. If population continues to grow at the current rate, with the 
current pressure to produce more food, by 2025 food waste will increase by 44% and increase 
methane by 10% (FAO, 2015). 
  
Post Consumer Waste 
In the UK, 30-35% percent of the food waste occurs at the post-consumer stage (Julian, 
Mark and Sarah 2010, p. 3072-74). In the US, the Environmental Protection Agency (EPA) 
estimated that approximately 34 million tonnes of food, equivalent to 25% of total food and 
beverages produced, “enough to fill the Empire state building 91 times” was wasted in 2010 
(George Washington University 2013). The majority of food wasted in rich countries is 
perishable in nature, with fresh food and vegetables leading, followed by bakery and dairy 
products, meat and milk. For example, Waste Resource Action Program (WRAP) reports that 7% 
of the milk purchased and 36% of bakery goods are discarded every year in the UK.  (Julian, 
Mark and Sarah 2010, p. 3074). 
 
Food waste at the household level has become a topic of concern in the developed 
economies of Asia as well. In South Korea, a study estimated that post-consumer food waste 
accounts for 25-27% every year and since 2012 the percentage has been increasing by 6% 
annually. In Japan, consumers are wasting almost 40% of their food production every year which 
is equal to approximately 19 million tons of\ wasted food. The ironic fact is only 40% of the 
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population of Japan are food secure while the rest 60% is still facing food insecurity (Melikoglu 
2013, p. 159).   
 
 
Why is so much Food Waste Taking Place at the Household Level? 
After World War II, food in developed countries became more affordable and available to 
the average population; with affordable food, consumers developed an attitude in which they no 
longer valued food as much. Another argument could be that commercial marketing strategies 
for accelerating food consumption play a huge role in promoting food waste at the household 
level. Marketers encourage the consumer to make unplanned trips for discounted food which 
ultimately results in over-purchasing. Confusing food labels such as “sell by”, “best by”, plays a 
significant role in disposal decisions (Doorn 2016, p. 53) as consumers are encouraged to buy 
replacement products more often.  As the food piles up in the refrigerator, the visibility area 
inside decreases. Good food keeps stacking up behind the fridge shelves and eventually decays.  
 
A national consumer survey focusing on food waste in the US revealed that the majority 
of consumers think that they do not have to worry about food waste because they compost food 
at the restaurants. When asked in a question, if they would be interested in taking action to 
reduce food waste, only 23% of the respondents showed an avid interest in the causes of food 
waste (The Johns Hopkins Center for a Livable Future 2015). In a similar survey conducted in 
Britain, more than 90% of the respondents claimed that they did not waste much of their food. 
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However, if we observe the total contribution of consumers in Britain towards waste, which is in 
fact 35%, then it is most unlikely that the rest 10% of the population is wasting 35% of the food 
at the consumption level (Melikoglu, 2013, p. 158). 
 
Much of the food waste in prosperous economies occurs at the consumption stage, 
representing the difference between what consumers buy and eventually consume. This 
mismatch is unavoidable to some degree, but if this gap reaches as high as 35 percent, then food 
waste is an environmental and moral dilemma that should be acknowledged and addressed.  
 
Social Marketing- A Framework to Address the Problem 
It is the key argument of this thesis that significant food wastage can be reduced by 
finding a better communication strategy to educate consumers about food waste and motivate 
them to change their behavior and reduce food waste. Social marketing uses various advertising 
channels and platforms to alter consumer behaviour and practices. Since its early development, 
social marketers have been using both traditional and non-traditional media (newspapers, 
pamphlets, brochures, television, plastic cups, T-shirts, wallpaper) to convey the ideas and 
information for targeting social problem in the hope that these communication methods would 
lead to socially benefiting practices (Cheng et.al 2011 p.10).   
Social marketers have been proven effective in influencing consumers’ behavior 
especially since the 1970’s in the area of public health. They have been widely adopted to solve 
health problems such as HIV/AIDS, smoking, child abuse, family planning, nutrition, chronic 
diseases such as polio, hepatitis, tuberculosis (Cheng, Kotler, & Lee, 2011, p. 5).  One of the first 
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social marketing efforts was in the family planning campaigns of developing countries such as 
Sri Lanka, India, Mexico, China and other countries; extensive media campaigns through radio, 
TV and street drama were used to promote the idea of having fewer children. These efforts were 
largely successful and “resulted in the monthly use of more than 1.5 million condoms and about 
100,000 cycles of oral contraceptives, providing full contraceptive protection for approximately 
400,000 couples at a yearly cost of about $4 per couple (Kotler and Fox,1980, 28).” In recent 
years the US Department of Agriculture (USDA), Center for Disease Control and Prevention 
(CDC), the US Department of Health and Human Services (USDHHS) and other government 
and non- profit organizations have practiced social marketing approaches to promote 
breastfeeding, cutting consumption of trans fat food, increasing consumption of fruits and 
vegetables.  
 
The heart of social marketing is embedded in the informational approach in the form of 
social advertising (Kotler et.al 1971, p. 25). Social advertising is an audio-visual form of 
communication, usually found in short films, Public Service Announcements (PSAs) and social 
experiments, that disseminate social information to the public on a serious communal problem 
that needs acknowledgement or attention (Cheng et.al 2011, p. 5). For example, smoking is a 
prime health and social problem in Europe leading to death in every one in seven people in the 
twenty-five member states of the European Union (EU) (Taylor & Francis, 2007, p. 15). To 
reinforce the idea that smoking and tobacco are hazardous to health, the EU launched an anti-
smoking advertising campaign in the year 2005 across the 25 member states. The principal 
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component of the campaign was social advertising that helped encourage smokers to stop 
smoking and promoted a tobacco-free lifestyle. Several national channels, alongside Eurosport, 
MTV and Euronews, broadcast three commercials to communicate (i) the dangers of tobacco, 
especially among the young population, (ii) the importance of adults stopping smoking, and (iii) 
the detrimental effects of smoking on nonsmokers.  From the social marketing perspective, 
advertising is a major component in creating social messages that can influence consumer 
knowledge, behavior and attitude change (Taylor & Francis, 2007). 
 
 
 
Methodology  
While reading about the potential of social marketing in communicating social issues and 
influencing the behaviour of the target audience, I began to consider how its four broad 
approaches; Market Research, Product Development, Use of Incentives and Facilitation can be 
used for studying and examining food waste social advertisement.  I reviewed more than sixty 
food waste videos on YouTube and selected eleven videos that abide by the four social 
marketing approaches. These approaches are essential for examining the nature and content 
quality of the food waste message, the relevant audience and other audio-visual elements 
necessary for influencing consumers to reduce their food waste behaviour.  
I selected YouTube because it is becoming the most widely used web based platform that 
allows people to upload, share and view videos clips on multifarious subjects. It is also a 
valuable source of information for the current generation, and one that younger people widely 
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use. It generates 20% of HTTP traffic, which is approximately 10% of all internet traffic. “In 
2007, it was the Internet’s fourth-most-accessed site and the world largest UGC system (Hove 
et.al 2011, p. 163).” It allows learners to view and create content that is relevant and engaging 
(Burke & L., 2008). Public service educators are increasingly involving laypeople to produced 
and deliver persuasive messages through online videos. YouTube has emerged as an important 
digital media channel that provides user –generated content (UGC) that has introduced a new 
phase in for Public Service Advertisements (Hove et.al 2011, p. 161). 
 
However, I was also interested in discovering whether these social marketing techniques 
could be effective in persuading consumers to change their behavior towards food waste. To 
measure the persuasive appeal of the eleven food waste social advertisements, I have chosen 
rhetorical analysis methodology. Rhetorical analysis is an important communication research 
technique that has been widely used in communication research field to assess and interpret the 
persuasive impact of advertising, blogs, editorial columns and the persuasive strategies of 
nonprofits, corporations and individuals behind the content (Treadwell 2014, pp. 234-235). It is 
aimed at altering the subjective belief of the target audience towards a particular social or 
political issue.  It is a clear and detailed process for deriving meaning from text, images and 
audio or video formats.  Rhetorical analysis helps in analyzing the characteristic qualities of the 
data which facilitate the understanding of the unobserved context such as facts, logics and 
emotion that are successfully used for persuading targeted audience towards a social, political or 
legal cause (Treadwell 2014, p. 234; Krippendorf 1989, p. 403).    
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Aristotle regarded rhetoric as a separate discipline that has art and power for discovering 
means of persuasion.  His identification of pathos, ethos and logos as means of persuasion are 
endearing contribution to communication research even in the 21st century (Treadwell, 2014, p. 
235). Pathos addresses human emotion either for better or worse. The advertisement exhibit or 
call out emotions to shape the audience judgement in the desired direction. Ethos addresses the 
credibility and character necessary to convince the target audience of the character of the 
persuader. Logos use fact and logic to persuade an audience by reason (Treadwell, 2014, p. 235). 
 
I am using rhetorical analysis methodology because it will give me the liberty to analyze 
the food waste content, facts and figures in the videos according to the categories I have chosen 
as evidence for the argument (Stokes 2003, 56). I have selected C Higgins and R. Walker’s 
methodology of rhetoric analysis (2012) that they used for measuring the impact of 
social/environment report (that essentially represents the values and ethics of business 
organization) produces by New Zealand companies on the community in the early 2000’s. They 
adopt Kenneth Burke’s notion of rhetoric to present how persuasive language and symbols can 
influence organization conformity to societal expectation of sustainability (Higgins & Walker, 
2012, p. 195). They constructed persuasive techniques (Exhibit -2) to elucidate Aristotle’s 
elements of persuasion; ethos, pathos and logos for influencing organization responsibility 
towards sustainability. These persuasive groups selected to examine eleven social advertisements 
are all elemental to advertising analysis technique of persuasion and are helpful for discussing 
the possible impact and influence of food waste videos for behaviour change. In the Findings 
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section, I discuss how each category of persuasion gave a better understanding of how producers 
of food waste message incorporated various tactics, symbolism, phrases, credible sources to 
persuade the targeted audience; school and college students, parents especially mothers who buy 
groceries, etc. to reduce food waste respectively.  
 
Contribution of Thesis 
This research contributes to two developing fields of study in which there is a lack of 
empirical research. Although there is a growing literature on the problem of food waste in rich 
societies, there is a lack of research about the possible remedies at the consumer level. The thesis 
contributes to this research. There is also a lack of research about the value of Youtube videos 
for social marketing in general and specifically for addressing consumer behavior regarding food 
waste. The major contribution of the thesis is to provide research about the use of social 
marketing, and particularly Youtube videos, for effecting change in consumer behavior regarding 
food waste, two research areas that are currently underdeveloped. However, the thesis is limited 
because it did not investigate the actual process of consumer interaction with the video; I suggest 
that further research use audience research methods.  
Thesis Organization 
  Chapter 2 describes the emergence of food waste problems in developed economies and 
around the world. It also discusses why it is significant to have a clear demarcation between food 
loss and food waste, which are essentially two different problems but are usually treated as 
substitute to each other in academic literature. The chapter also elucidates the development of 
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social marketing theory for addressing social issues and influencing the appropriate audience to 
adopt socially desired behavior in both developing and developed nations. The chapter ends by 
describing how YouTube is emerging as a user-generated content (UGC) platform for social 
marketers to create and deliver persuasive campaign messages.  
 
Chapter 3 discusses the two methods used for analyzing and measuring the persuasive 
appeal of the food waste social advertisements. The first method i.e. the social marketing 
approaches is used for selecting eleven food waste social advertisements on YouTube. Social 
marketing approaches are significant to learn about the market, the nature and quality of the 
information which are essential for people to adopt a certain behaviour, incentives and 
motivations for effectively adopting a social behaviour and the audio visual elements. These 
elements together are essential for creating a cogent argument and convincing discourse essential 
for persuasion. The second method the rhetorical analysis methodology is employed for 
examining the persuasive appeal of the selected food waste YouTube videos that is essential for 
inducing actions of the consumers in the developed to reducing food waste.  
 
Chapter 4 on food waste analysis examines each of the food waste advertisement 
separately and observes the necessary elements of social marketing such as the audience, nature 
and credibility of the content and sources and other technical and non-technical audio visual 
elements that are necessary to influence audience to reduce food waste. 
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Chapter 5 finds the persuasive competences of each of the food waste social 
advertisements based on categories of rhetorical appeals; ethos, pathos and logos and measure 
the prospective persuasive effects of food waste videos on household consumers in the 
developed society.   
 
 The last chapter summarizes the research and discusses future research. One of the 
primary limitations of my thesis was that I was unable to conduct primary research about the 
impact of videos on actual audience behavior. Thus, in this chapter, I discuss a study that has 
done exactly that. Shannon and Heather Statz describe the persuasive impact of food waste social 
advertising on middle and high school students (2010). I review this study and then discuss the 
future research that could be conducted on this issue.  
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Chapter 2: Literature Review 
Food Waste: An Emerging Social Problem of Industrially Developed Societies 
There is a significant lack of accurate estimates of food waste around the world and 
especially in rich economies. However, reports from reputable sources, such as the United 
Nations Environmental Protection Agency, Food and Agriculture Organization (FAO), the 
University of Chicago, and the John Hopkins Center for a Livable Future, estimate that 20-40% 
of perfectly healthy food is wasted every year in affluent economies. The US alone deposits 40% 
of its food supply every year in landfills (Harvard Food of Law and Policy Clinic, National 
Consumer League, John Hopkins School of Livable Future, 2016). The percentage of food waste 
could be much higher as many studies do not include food and beverages used in the workplace, 
in catering establishments in the rich urbanized regions of developing nations (Julian, Mark, & 
Sarah, 2010, p. 3073). 
 
Studies and reports from international organizations which deal with the issues of food 
insecurity around the world such as the Food and Agriculture Organization (FAO), the United 
National Environment Protection Agency (UNEP) discuss food waste issue interchangeably with 
food loss problems. Food loss problem mostly affect the developing nations of the world where 
food decrease occurs immediately at the post-harvest stage of production due to poor agricultural 
technology and improper storage facilities. In developed countries, in contrast, at least one-third 
of the food waste happens at the consumption stage due to the decision-making habits of 
consumers, especially those from the medium to higher income groups (WRI-UNEP, 2013, p. 8). 
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The problem of addressing the food waste issue, together with the food loss issue, is that the 
majority of the data and statistics are overlapped and thus the source of the problem and remedy 
of each is lost. “Studies commissioned by FAO estimated yearly global food loss and waste by 
quantity at roughly 30 percent of cereals, 40–50 percent of root crops, fruits and vegetables, 
20 percent of oilseeds, meat and dairy products, and 35 percent of fish (FAO, 2015).” 
 
The problem with these facts is that it is impossible to find out whether the food is lost at 
the agricultural stage or the consumption stage. The distinctive statistics for food waste and food 
loss are necessary as almost 1 billion people around the world are still food insecure, and so 
many of them die every day due to malnourishment. In a world where a significant population is 
still fighting from food insecurity also has another set of people who waste more than 30% of the 
food every year which goes straight to dustbins and landfills.  The sobering paradox is that food, 
a basic necessity for so many people, has paradoxically become a luxury for others, especially in 
the wealthy nations. “One in nine people worldwide is chronically undernourished, and, 
surprisingly, one in six Americans says that food runs out at least once a year. A typical family 
of four in the U.S. discards roughly $1,500 worth of good food every year (G. Block et.al 2016, 
p. 292).” That is why it is imperative to segregate food loss and waste issues so that discreet 
action can be taken to address the food waste issue respectively.  
 
Consumer Behavior Towards Food Waste 
The various causes for food waste are highlighted by the experts in the food waste 
literature. Inefficiency in planning, managing and reusing of food, coupled with a general culture 
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of consumerism, the availability of food at lower prices and a general tendency of the middle-
higher group consumers in the developed societies to waste food are the heart of the food waste 
issue. Most consumers value external appearance for measuring the quality of food and are 
subsequently drawn to buy these attractive food products. Consumers confusion and 
misinterpretation of food date labels is also one of the principal causes that drives food waste 
behaviour in the US and other rich societies. As soon as the best before dates of the food passes, 
average consumers throw away the perfectly edible food because of perceived health risks 
(Aschemann-Witzel et.al, 2015, p. 6462).  
 
It is observed from the food waste literature that consumers’ habits and perceptions about 
food, especially in the US and other rich nations are heavily associated with their social and 
cultural background and their general outlook towards their food environment. Household 
consumers prefer to discard leftovers instead of storing. The lack of connection between 
consumers to food production is also suspected to be the reason for the lack of consumer 
valuation of food. However, retailer choices for food differentiation due to cosmetic marketing 
standards, the type and duration of date label displayed, invariably triggers greater food waste. 
Besides, a lack of government intervention policies in the US and other developed nations to 
reduce waste also leads to the discarding of perfectly good food. Small and middle-level food 
manufacturers and producers do not get tax exemptions for giving food to charities, and these 
farmers find discarding food to landfills more convenient and affordable than giving that food to 
charitable organizations (Aschemann-Witzel et.al 2015, p. 6463).  
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Many scholars, environmentalists, and food waste campaigners consider food waste 
problems in the rich economies as a moral dilemma. Food is floating excessively at low prices in 
these countries, and that is partly why wasting food has become part of the daily routine of 
consumers. The academicians who have researched the issue reported that people from rich 
economies substantially under-report their waste levels as they usually are not conscious of the 
food waste happening at the household stage (The Johns Hopkins Center for a Livable Future, 
2015). This why it is critical to improve consumer awareness of the food waste issue and the 
impact it has on the environment. Food waste scholars and campaigners have given significant 
importance to food waste education. They suggest the need for solidifying global 
communication, implementing robust online food waste campaigns, advertisements, and blogs 
(WRI-UNEP 2013, p. 24; Parfitt et.al 2010, p. 3078; FAO 2015). 
 
Social Advertising- A Communicative Approach for Addressing Social Issues 
Since the early 1940’s many civil society organizations have been struck by the 
effectiveness of commercial advertising for its potential to change public attitudes and behaviors. 
Due to the commercial success of advertisements and its strong influence on the lives of people, 
various social groups started seeing the relationship of social marketing interchangeably with 
social advertising for its potential effectiveness in producing changes in public attitude and 
behaviours (Kotler & F.A Fox, 1980, p. 25). Family planning organizations in developing 
countries of India, Mexico and Sri Lanka, among other countries, sponsored advertising 
campaigns to communicate the message about the values of having fewer children through radio 
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broadcasts, television commercials and billboards. Social advertising became popular among 
nutritionists and health educators for encouraging people to adopt healthy eating habits. Social 
advertising has also been used in other health-oriented campaigns: The Advertising Council of 
America has produced social campaigns such as “Smokey the Bear”, Join the Peace Corp”, “Buy 
Bonds”, and “Keep America Beautiful” to inform and persuade people in respect to a social issue 
(Kotler & Zaltman, 1971, p. 9).  
 
Since the beginning of the 20th century, sociologists and psychologists have been 
studying the impact of advertisements on consumers’ cognition and emotion and the persuasive 
effects of advertisements have been a subject of long and heated discussion between commercial 
marketers and academicians. Richard Pollay (1986) used the metaphor “brain surgery” when 
writing of the influence that advertising has on society. He states that advertisers present 
information in a way that is easily absorbed by consumers and they do not have to do a lot of 
thinking in understanding the concept (Hayoko 2010, 79). A significant number of academic 
critics have documented the history of commercial advertising industry and its tendency to 
mislead consumers. They argue that most modern advertising makes falsified claims and 
represents reality in a deceptive and fictive way. Commercial industries flagrantly advertise junk 
food, tobacco and alcohol, all of which contributes to enormous health problems. For example, it 
has been recently found that that various food companies like Coca-Cola, Hershey’s, General 
Mills, Kellogg’s, and Monsanto are funding scientists in their effort to influence policy makers 
and protect themselves from regulation that might negatively affect their profit levels. These base 
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efforts started in the early 1960s when the sugar industry paid scientists to promote the claim that 
saturated fat and not sugar produces heart related diseases. “Recently, The New York Times 
found that Coca-Cola had been funding scientists to negate the connection between sugary drinks 
and obesity. And in June, The Associated Press revealed that food industries paid for studies that 
claimed candy-eating children weigh less (O'Connor, 2016).” 
 
However, advertising should be considered as a neutral promotional tool that 
communicates ‘information’ that can have both unfavorable and favorable consequences. 
Important change in consumer behavior in the areas of health, hygiene, and lifestyle has been 
promoted through advertisements. For example, the Kellogg All-Bran advertising campaign 
made women more aware of the benefits of a fiber diet, and the demand to add fiber in the diet 
went up 31% among women who do the majority of household grocery shopping (Hayoko 2010, 
81). This campaign was followed by other campaigns of food marketers who started adding 
healthier ingredients to their food products.  
 
 
The Difference Between Social Marketing and Social Advertising 
With time, social marketing has evolved into a very sophisticated model. The tendency to 
assign advertising exclusively for social campaign started obliterating. The need to have a 
complementary mix of marketing elements started taking place to accomplishing social 
objectives. Kotler and Zaltman in 1971 define the term social marketing- “The design, 
implementation, and control of programs calculated to influence the acceptability of social ideas. 
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It involves considerations of product planning, pricing, communications and marketing research 
(Kotler & Zaltman, 1971, p. 5).” For Alan Anderson, social marketing is “a process for 
developing social change programs that are modelled on methods used in private sector 
marketing (Anderson, 2002, p. 7)”. Philip Kotler and Nancy Lee defines social marketing “as a 
process that applies marketing principles and techniques to create, communicate and deliver 
value to influence target audience behaviours that benefit society as well as the target audience 
(Kotler and Lee, 2008, 7).” Bill Smith argues that “social marketing is a process for creating, 
communicating and delivering benefits that a target audience(s) wants in exchange for audience 
behaviour that benefits society without financial profit to the marketer (2006).” 
    
Although, Social marketing has evolved into a major sophisticated process in sixty years 
yet the goals of social marketers are still wrapped up in promoting either one of the four attitude: 
(i) To reject a particular habit, (ii) to accept a new behavior, (iii) to change a current stance, (iv) 
establishment of a new practice that will prompt a repeated and desired behavior (Kotler and 
Lee, 2008, 7).  
 
Major Challenges to Social Marketing 
  However, there have been some considerable challenges to these social marketing 
explanations. First, there is no precise definition of social marketing which itself is a source of 
misunderstanding. In a google search, social marketing is frequently confused with ‘social 
media’ and ‘social networking’ nowadays. The common results found for social marketing are, 
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social media marketing, online content marketing and other online shopping sites (Kotler et.al 
2011, p. 11).  Second, the fundamental problem with the social marketing definition is it’s hard 
to measure its effectiveness in influencing behaviour. A few scholars, most notably Seymour 
Fine, believe that the social marketing definition should be restricted to promoting and 
disseminating social messages and limit its persuasive objective (Anderson, 2002, p. 109). Third, 
it’s difficult for social marketers to proliferate every social issue through a uniform process. The 
cost to plan, implement, deliver and promote social campaigns are too high sometimes. In the 
case of a few social issues, public interest sometimes is not sufficient, and it becomes difficult to 
target the right audience and inform them about a social issue (Kotler and Fox,1980, 32). 
 
 
As discussed in the literature, social marketing in the beginning started as a promotional 
activity for communicating messages about social issues, but with the advancement in this 
discipline, social marketing slowly shifted its approach. Social marketing which was earlier used 
interchangeably with social advertising has now emerged as broader phenomena and has started 
to use advertising as one of its principal for communicating social benefiting ideas to achieve the 
bigger aim of influencing the habits and actions of the people towards a social problem. Exhibit-
1 presents the erudite amalgamation of the social marketing element that has become a 
comprehensive model to design a social marketing campaign.  This chart is a well-developed 
series of activities for social marketing. Philip Kotler, William Novelli, Seymour and Craig 
Lefebvre Fine, the pioneer of social marketing discipline have codified these social marketing 
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procedures for application to health and other social problems (DC. Walsh el.al 1993, 109). 
Social marketing discipline has expanded from social communication boundary and has evolved 
into a vast set of principles for scrutinizing the effectiveness of a social program.  However, for 
this thesis, I have used the term social marketing as a substitute of social advertising for its 
robust and clear focus on behavior change through communication especially in health 
intervention campaigns. 
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                                                                    Exhibit -1 
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YouTube- An Emerging Platform for Social Communication 
Social marketing requires different channels of communication through which social messages 
and information are dispersed to a target audience. These channels range from traditional media 
to electronic media that helps in spreading the desired social message to a target audience. 
However, these one-way channel have time and again failed to identify the target audience and 
have also been unsuccessful to scrutinize the impact of social messages on the audience 
behaviour. For decades, social advertising organizations have been trying to find an efficient 
two-way symmetrical communication platform for effectively targeting the relevant audience.. 
The Internet age however has completely revolutionized the media and formats of 
communication for social marketing. With the integration of new interactive avenues of 
communication such as online internet platforms Facebook, Twitter and other social media 
platforms, the need for developing web-based social marketing programs for accelerating the 
potential gateways of disseminating information on social problems to the target audience 
(Cheng et.al 2011).  This thesis included all the food waste advertisement from YouTube for its 
hosting indefinite and variety of video material that gets accessible to people instaneously.  
 
 
What is YouTube?   
YouTube is a free web-based service website that provides an easy to use opportunity for 
users to view, upload and share videos. It generates 20% of HTTP traffic, which is 
approximately 10% of all internet traffic. “In 2007, it was the Internet’s fourth-most-accessed 
site and the world largest UGC system (Hove et.al, 2011, p. 163).” Public Service 
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Announcements are most commonly available on YouTube that are produced and created by 
international organizations, local, state and federal government and various non-profit 
organization. When the term “public service advertisement” is searched on YouTube, the result 
produced more than 98,000 results (Hove et.al, 2011, p. 163). The trend of using YouTube for 
social marketing increased after the Clinton Global Initiative of 2007 that used YouTube as their 
official platform for disseminating public service message (Hove et.al 2011). Several community 
and international organization such as the American Cancer Society, the American Red Cross, 
the National Institute of Health, the Center for Disease Control and Prevention, and the World 
Health Organization are also increasingly using YouTube for creating awareness on a variety of 
current health-related topics, such as the outbreak of flu and natural disaster (Burke & L., 2008, 
p. 42). The increasing popularity of YouTube has triggered a new phase in social advertising 
campaigns for improving communication dynamics and interaction between social news 
producers and the target audience. With the advent of UGC websites such as YouTube, the scope 
to advance the aim of establishing improved relationship is immensely bright.  
 
 
Limitations- YouTube 
Despite the fact that YouTube offers a unique platform for disseminating social 
messages, this new technology does have some challenges and limitations. YouTube is an 
unrestricted platform that allows laypersons to generate their own self-produced content on the 
website. For delivering a persuasive social message content accuracy and credibility is important 
to influence target towards socially benefiting behavior. The extent to which public service 
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advertisements will be effective strongly depends on the expertise and credibility of the producer 
of the video. Due to the verification limitations of YouTube content the target audience may 
have difficulty in believing and understanding a social message and adopting the values it 
produces in their behavior (Hove et.al, 2011; Burke & L., 2008).  Second, the comments and text 
on YouTube videos can be characterized as offensive, and “hyperbolic ‘for or against’ rhetoric” 
that sometimes inhibit more informed and nuanced communication (Burgess & Green, 2009, p. 
103).  
 
Regardless of the challenges, YouTube is a valuable instructional tool that can inspire 
and engage targeted audiences towards a social behavior changes. The potential utility and power 
of this new technology on people, and especially the younger generation is exhilarating and if 
social marketers design their campaign diligently then YouTube can be upheld as a promising 
platform for communicating and engaging target audience towards a social problem. 
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Chapter 3: Methodology 
This chapter explains two methods used for analyzing and measuring the persuasive 
appeal of the food waste social advertisements. The first method discusses the four broad social 
marketing approaches that employed for proliferating socially benefiting ideas. It explains why it 
is indispensable that selected food waste videos should incorporate social marketing approaches 
necessary for improving knowledge and producing cognitive and emotional change on the target 
audience towards food waste issue. The second method ‘rhetorical analysis’ is a step further to 
analyze the persuasive effects of food waste videos. It helps in analyzing the different parts of 
food waste incorporated together and how effective they can be in changing food waste 
behaviour.  
 
Social Marketing-  A conceptual model for addressing the Food Waste Issue 
The Food waste phenomenon has emerged as a serious social problem in developed 
communities in recent years. Various national and international organizations such as the Ad 
Council of America, the Food and Agriculture Organization (FAO), the Environment Protection 
Agency (EPA), the National Resource Defense Council (NRDC) have launched food waste 
campaigns such as “Reducing Food Waste”, “Think. Eat. Save”, “Food Too Good to Waste”, 
“Feeding the 5000”, “Love Food Hate Waste.” However, I am not studying the entire food waste 
campaign. I am only examining food waste videos available on YouTube. Since YouTube is 
user-generated content (UGC) platform that contains videos produced by laypersons, there is no 
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assurance that each video contains credible content.  It is essential that food waste videos 
rigorously follow the social marketing approaches that involves intensive research on the social 
problem and the relevant target audience; an identification of impactful social messages; and the 
right motivational incentives in order to produce behavioral change.  
 
The Social Marketing Approach. 
Market research- Accurate and thorough information on prospective and existing 
audience follows a comprehensive process of gathering, interpreting and analyzing the 
characteristics, habits and behaviour of the relevant audience towards a social problem. This 
process is imperative for addressing and solving social issues and is also significant to motivate 
the targeted audience towards socially benefiting ideas (Kotler & Lee, 2008, pp. 13-14).  Food 
waste issue at consumption level mainly occurs at middle to higher income group in the 
developed nations. However, most of the videos categorize the relevant audience through 
nationality and comparatively give less references to special groups and stakeholder involved in 
food waste. As the average population in developed nation belongs from middle to higher and 
every person is a consumer of food the relevant audience is identified only by their nationality.  
  
Product Development- A product in social marketing is not necessarily a tangible 
offering. It can be a habit or practice (breastfeeding) and awareness (environment protection) as 
well. It is crucial for social marketers to understand the consumer or audience perception of the 
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social issue thoroughly for promoting desired behaviour. Only by understanding a general 
behaviour pattern of the audience a product (in this case food waste advertisement) can be 
created.  The social advertisements should comprehensibly describe the social problem in the 
most effective manner that will not only create awareness about the issue but will bring changes 
in behaviour and practices (Kotler & Lee, 2008, p. 22).  
 
Use of incentive- Marketing a social change behaviour is a challenging undertaking. The 
targeted audience might not ever change their behaviour if the barriers outnumbered the benefits 
for social change. For this reason, social marketers should accurately assess both benefits and 
challenges of the problem.  These assessments will assist in formulating better strategies that can 
motivate people to increase their participation and facilitate the social messages to persuade their 
behaviour. For food waste issue, saving money, setting the right example for children, 
environment concerns, are leading factors that can be used to influence to reduce food waste 
(Kotler et.al 1980, 25). 
 
Facilitation-  Facilitating behaviour change towards social issue requires the employment 
of different presentation techniques that are appealing and clearly describe the social problem 
and related information. Social marketers often use humour, solid evidence and facts, analogy, 
images, animation, etc. and other elements to persuade the relevant audience for adopting a 
socially desirable practices and behaviour. For food waste video the audio visual techniques and 
 28 
 
other elements will be observed to examine the potential impact that they can produce on the 
desired audience towards food waste habits (Kotler et.al 1980, pp. 25-26; Neff et.al 2015). 
 
The social marketing approaches are significantly important to reduce food waste 
behaviour. However, social marketing is an argumentative application to produce behaviour 
change. It is based on the assumption that it possibly ‘can’ influence behaviour of the targeted 
audience towards socially benefiting. Even if the food waste videos include social marketing 
approaches there is no standard basis for assessing the persuasive effects that can alter consumer 
food waste habits. To measure the persuasive appeal of the food waste advertisements rhetorical 
analysis, the second method is applied.  
 
Rhetorical Analysis- The Process to Evaluate the Impact of Food Waste Social Ads 
“Wherever there is persuasion, there is rhetoric. And wherever there is meaning, there is 
persuasion (Higgins & Walker, 2012, p. 194).” Rhetoric’s has the power to influence the 
behaviour and attitude which can help in directing the action of the targeted audience towards the 
desired trail. The notion of power is implicit to rhetoric studies because “it is majorly concerned 
with how language and other symbolic forms influence the way an audience thinks, feels or acts 
(Higgins & Walker, 2012, p. 197).” 
 
The concept of rhetoric was first formulated by Aristotle, the Greek philosopher of 4th 
century BC. He defined rhetoric “as the faculty of discerning the possible means of persuasion 
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(Adegoju, 2008).” He developed the basic system of rhetoric that has been serving as a 
touchstone for rhetoricians for evaluating the persuasive effects from ancient through modern 
times. Aristotle’s Rhetoric regards as one of the most significant writing on persuasion ever 
written. His modes of persuasion are characterized by three classic indistinct but inseparable 
elements; Ethos (credibility and trustworthiness), Pathos (Emotions and sentiments) and Logos 
(Reason and Sensibility). This principle of rhetoric influences the target audience which enables 
them to act or think in the manner of the advertiser. (Adegoju, 2008).  
  
However, Aristotle did not postulate the modus operandi to determine how real discourse 
can be constructed to make a persuasive argument. (Higgins & Walker, 2012, p. 197) So it is the 
job of rhetoric analysts to develop the methods for assessing the persuasive appeal of an 
argument. For this reason, I have chosen C Higgins and R. Walker’s methodology of rhetoric 
analysis (2012) they use to examine the influence of social/environment report produces by New 
Zealand companies in the early 2000’s. They adopt Kenneth Burke notion of rhetoric reveal's 
how persuasive language and symbols can influence organization conformity to societal 
expectation of sustainability (Higgins & Walker, 2012, p. 195). They constructed persuasive 
techniques (see Exhibit -2) to elucidate Aristotle’s elements of persuasion; ethos, pathos and 
logos for influencing organization responsibility towards sustainability. To evaluate the 
persuasive effects of food waste videos at the targeted audience in rich economies this research 
paper has used the same persuasive techniques of rhetorical appeal that are discussed below. 
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Ethos reflects the credibility and trustworthiness of the argument. It is a rhetorical proof 
in an advertisement that the characters or speakers in the audiovisuals emphasize. The persuasive 
worth of the speaker is evaluated through his experience in the field that helps the target 
audience to bestow their trust and confer authority on a speaker.  Following are the specific 
categories to identify the elements of rhetoric appeal of ethics- 
Similitude suggests the similarity between the speaker and the target audience that is developed 
by using of the personal pronoun; ‘you’, ‘we’, ‘us’. “These personal gestures foster commonality 
with the target audience and “establishes an impression of cohesion, harmony and community 
(Higgins & Walker, 2012, p. 198).” Deference suggests speakers or author understanding and 
support towards target audience feeling and is indicated by phrases such as ‘in my opinion’, 
‘help, if you can’ etc. Expertise in the videos is evaluated by the speakers and organization 
qualifications and proficiency in the subject they are referring to for supporting the argument. 
Self-criticism refers to any shortcomings or mistakes that they have been committing by the 
authors or speaker themselves. This suggests honesty and complete objectivity on the part of the 
author which will further help the target audience in realizing and understanding their 
shortcomings and will inspire them to take actions in the right direction. The inclination to 
succeed depends upon the accomplishment that visual and verbal rhetoric’s had in the past as it 
can help in determining the success in future (Higgins & Walker, 2012, p. 198). 
 
Logos measures the coherency of the argument in the videos. The act of presenting the 
idea or problem through a systematic process of reasoning is called argumentation which aims at 
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changing a group attitude towards a phenomenon. The claims and facts appeal to the reason in 
the argument which can be very useful for persuading a target audience to believe something of 
value. Warrants and justification are also other essential elements of appeal in logos as it gives 
multidimensional perspective to the argument and help the target audience to understand the 
issue holistically. Statistics and data are shown in the visual presentation for reference also  
influence the target audience, and when this raw data presented in the form of visualized graph, 
images known as evidence is incorporated, it enhances the reliability of the argument which 
guides the reader in a desired direction (Hove et.al, 2011, p. 198). 
 
Pathos triggers the emotions of guilt, awareness, fear, motivation, happiness, sadness, 
satisfaction, pity or fear” inside the target audience through social, cultural, environmental 
identification references. “The persuader selects from the cluster of attitudes which surround a 
subject/object that will evoke the pattern of experience persuasive to one’s cause (Higgins & 
Walker, 2012, p. 194).” Major metaphors, imagery, aural elements, typography and other non-
literal language elements are also used for arousing audience emotions and to accept the 
information or idea constructed to influence them. 
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Exhibit -2 
Source- (Higgins & Walker, 2012, p. 1 
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Chapter 4: Food Waste Analysis 
When ‘food waste’ is typed at the YouTube search bar more than 2,800,000 results were 
found (YouTube 2016).  After reviewing sixty and more videos, eleven food waste videos were 
shortlisted that incorporate social marketing approaches successfully. These eleven videos are 
either produced and created by commercial marketers or a nonprofit organization, or an 
international government agency, or private movie makers, or environmentalists. Their length 
ranges from 1.5 to 20 minutes. These food waste videos are either social experiments, or news 
clippings, or trailers from documentaries, or social commercials or episodes from weekly TV 
shows. As the research study primary focused at food waste at the consumption stage in rich 
economies only consumer-centric food waste videos are selected specifically designed for 
education and information purposes because they will be more useful for investigating the 
potential persuasive effects on consumers in rich societies.      
 
The Extraordinary Life and Times of Strawberry- This two-minute-long video on food 
waste issue is created by the National Resource Defense Council of America, an international 
advocate on environment issues and Ad Council of America, an American non-profit 
organization that produces social advertisements. This video is widely acclaimed has more than 1 
million likes on YouTube.  The video presents the life cycle of the strawberry: from birth on the 
farm, to manufacturing and packaging unit, to its journey to the retail outlet, to the refrigerator 
and then ending in the dustbin. 
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The strawberry starts her happy life at a farm where it is treated with immense human 
care and nature’s nourishment. When it becomes mature and fully ripe, it is sent for packaging 
and distribution. Later on, the strawberry is exported to a supposedly wealthy nation, where it 
waits inside a box with other strawberries until it is purchased by the customers. Finally, a 
mother and her daughter buy the box of strawberries, where also lies ‘the strawberry’. They then 
keep the box in the fridge to eat them for later. Eventually, both the mother and her daughter 
forget to eat the box of strawberries and ‘the strawberry’ rots inside and are dumped in the 
dustbin in the end. 
 
The entire video is set to the soundtrack of “Married Life” from the Disney movie ‘Up’ 
that amplifies the life journey of a strawberry. To give the video a more humanistic touch, a 
small romantic storyline is also included, where the fruit falls in love with a lime.  The story in 
the video is set from the strawberry perspective, whereas the actual humans have less screen 
time. 
The creative team of this video has aptly used ingenious advertising elements of 
storytelling to appeal to the emotional side of the audience that has the potential to produce 
behaviour changes. When the happy life of the strawberry is strangled and destroyed in the 
refrigerator, the emotion for sadness is strongly evocated. It feels almost as if a living being has 
died. The video produces an intense feeling of guilt too by showing that how a strawberry and 
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billions of berries and edible food dies every day because of consumers’ carelessness. 
Stimulating negative emotions is an imperative social marketing technique that can arouse 
behavioural change that can potentially bring changes in consumer action towards the food waste 
issue. 
 
Just Eat It | A food waste story trailer- This two minute short excerpt is from a food 
waste documentary created by the Canadian couple Grant Baldwin and Jenny Rustemeyer who 
made their first documentary on food waste issue “The Clean Bin Project” in 2010.  In the first 
documentary, the couple challenges themselves to produce zero waste for one year by surviving 
on discarded food available in groceries, restaurants and by scavenging food in community trash 
bins. The short trailer selected for analysis is a sophomore project where they plan to survive on 
wasted food for six months that highlight the environmental disaster that is going beneath food 
waste crisis in North America. 
The movie trailer starts with Dana Gunders, a food waste expert at National Resource 
Defense Council. She describes the massive volume (40%) of food wasted that occurs in the US 
currently and how no one is talking about it. Another UK based food waste campaigner, Tristam 
Stuart who was awarded the international Sophia Prize, an international environmental accolade 
for his campaign on reducing food waste crisis discuss the artificial food appearance standards of 
the super market industry that leads to a humungous quantity of wasted food. The cornucopian 
visuals shown in the video (Image-1) highlights the exorbitant quantity food that is rejected by 
the food processing industries for not meeting the superficial food esthetic standards. 
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A testimony of a farm owner who is forced to abide by the aesthetic standards is also shown in 
the advertisement that depict how supermarket artificial system forces farmers and other food 
producers to adhere to these “condoned” standards. 
In the journey to produce zero waste, the couple scavenges through various levels of the supply 
chain where food gets wasted extravagantly. They are shown buying blemished food from 
supermarkets and filling their shelves with boxes of granola bars and other food products that 
they have found from the community trash. The personal struggle of the Canadian filmmaker 
couple with the discarded food has made this food waste video more inspiring and educational. 
They have presented the whole issue of food waste in both comprehensible and solvable manner 
which does not overwhelm the viewers or makes them helpless in the end. 
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Exhibit -2 
Source- Just Eat It Trailer, YouTube 2014 
 
Food Waste | A Story of Excess- This 1 minute and 40 seconds video is by visually, a 
content creation platform which is one of the most impactful, precise and information packed 
audio- visual on food waste issue.  Through striking infographics, eye opening facts and 
diagrams, this short video provides every major detail on food waste issue and its macro level 
cost on the environment. 
The video explains that food waste at household has compound consequences that not only affect 
our already crunched resources but gravely distress’s our environment too. 
 
This short film starts with a startling fact, “We grow enough food to feed every single person on 
the planet, yet millions of people go to bed hungry.” “Consumers in Europe and North America 
waste 25% of food produce every year.” 
Every food waste information is presented in a quantified manner in the video that 
illustratively describe food waste, its consequences and even prospective benefits of reducing 
food waste. Consumers might think that wasting a gallon of milk is not a big problem. But with 
every one gallon, consumers waste gallons of waters that is used to produce the water which is in 
fact the quarter of the total water of the world is used to irrigate the food that consumers waste 
every year. If consumers in the US reduce their food waste by 15% then twenty-five million 
more American can be fed every year. 
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Food waste infographics used in the video are remarkable and facilitate the accounts of 
the video. Though, the narrators tone remains indifferent throughout the video but the tempo of 
background music gradually increases as the video progresses. One interesting element observed 
is if the video is watched without the soundtrack then the video may look sad and grim. Viewers 
possibly feel overwhelmed if they watch the video without the soundtrack. So to keep viewers 
engaged, the background music has been included to keep viewers involved with food waste 
problems which will help them to become more aware of their personal food waste levels. 
The Big Waste | Why Do We Throw Away So Much Food? - This is an in-depth, ten-
minute-long educational video on food waste created made by Pulitzer Centre, an award-winning 
nonprofit organization that produce reports on various unrepresented social issues. 
 
The first one and a half minutes of the video describes the food waste problem in the US 
and its considerable impact on climate change. There is no other country in the world that 
provides food as efficiently as the United States but it is also a glaring fact that the US is the 
number one food wasting country too. Food produced in the US is exceedingly sufficient to feed 
its entire population yet, one out every six people in the US are food insecure. 
 
Dana Gunders, a food waste expert at National Resource Defense Council of America, 
who is also a principal speaker in ‘Just Eat It’ together with Mathy Stanislaus, Assistant 
Administrator at Environmental Protection Agency divulge startling facts on food waste and how 
this grave issue is slowly devastating the environment and biodiversity. The next section of the 
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short film describes food waste problems from the perspective of charitable organizations who 
are fighting food waste and hunger issues. The interview of Roger Gordon, founder of Food 
Cowboy foundation, that uses mobile technology to help wholesalers, retailers and truckers to 
donate rejected food to charities, describe how food is wasted extravagantly in the retail market 
when a shipment for food delivery gets cancelled.  Instead of donating food, these food retailers 
prefer to toss the perfectly good food in landfills as it is considered to be more convenient and 
cheaper option by them. 
Employees from central food kitchen are also interviewed in the video. They daily pick 
up food items that are either slightly blemished or discolored or has minor packaging defects and 
are otherwise rejected by supermarkets, household consumers and goes straight for landfill. All 
staff member at the food kitchen believes that that food waste is a moral tragedy in the US. 
People waste food in the US because it is widely available at affordable price and due to these 
reasons the average population has become inconsiderate towards food. “We are lazy,” says 
CEO of Central Kitchen when asked why food is wasted recklessly in the US. 
 
The overall impact of the video is powerful and evocative. It is a comprised-collection of 
interviews of the people who are fighting for food waste issue on a daily basis. It is relieving to 
watch that various food waste campaigners, environmentalist and organizations are bringing food 
waste problem to the public notice. 
 
Food Wastage Footprint- This is a 3:15minute informational video created by the Food 
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and Agriculture Organization of the United Nations, an intergovernmental organization whose 
aim is to provide food security for every person on this planet. This audio-visual presents food 
waste footprint on land, water, atmosphere and biodiversity. Food waste is usually represented in 
calories, kilograms and other units which make it difficult to understand the food waste 
consequences. But to help consumers understand the gravity of food waste problem, this video 
describe the tangible amount wasted i.e. the total land area of China, Mongolia and Kazakhstan. 
Also the water used in growing the wasted food is enough to fulfil the household water 
requirements of the entire world. 
 
The next half of the video focuses on the methods that every stakeholder in the food 
waste cycle can take to reduce food waste. Retailers can sell their disfigured food at a lower 
price; consumers should be better shoppers and use better methods to store leftover food. Food 
which is unfit for human consumption should be feed to animals like pigs. Food waste Pyramid 
(Image-2) is based on garbage. Currently fewer efforts are put in to reduce, re-use and recycle 
food, and a lot of good food is dumped in landfills. Policymakers play a huge role to control food 
waste.  They can enhance the ability of the stakeholders so that the least amount of food goes to 
landfill. They can launch food waste awareness programs to inspire consumers to reduce food 
waste. They can also revise the label dates on the food packages to avoid unwanted food waste. 
These measures are necessary to for reducing, reusing and recycling wasted food to reverse the 
pyramid.  In the end, the background narrator put a major emphasis on individual responsibility 
that everyone has in the food waste cycle because it will take the commitment of all to reduce 
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food waste. 
 
The advertising elements used in the commercial are quite appealing. The most 
noticeable feature is that animation, images and typography. They are in perfect sync with the 
narration, which runs throughout the video. The background voice used in the short film is soft 
and does not have an authoritative tone. The narrator is unaffectedly giving suggestions and uses 
the word ‘can’ instead of ‘should’ while discussing food waste reduce methods. The makers have 
probably done that so that instead of feeling overwhelmed or burdensome due to their 
extravagant lifestyle, they will feel more informed and inspired which can help them to feel more 
responsible and to develop desirable changes in their behaviour towards food waste issue. 
 
                                                                                                        
Image-2 
Source- Food Wastage Footprint Video, FAO, YouTube 2015 
 
Food Waste in America (Social Experiment)- This video on food waste, which has more 
than 2 million views on YouTube, is made by Joey Salads, a famous public figure on social 
media platforms and is widely known for his social experiments videos. He created the food 
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waste social experiment in partnership with The people’s operator, a UK based telephone 
company, who are committed to donating 10% of their phone bills to charity to put the food 
waste problem into perspective. Food waste facts in the US discussed in the prologue of the 
video are antagonizing. It is astounding to know US population waste 20 pounds of food per 
person every month whereas one out of six people in the US is food insecure. 
 
The video starts with the food waste experiment where Joey Salad, who is the leading 
commentator and observer, is shown picking up a trash bag from a McDonald's food chain in the 
early afternoon time. He takes that bag to a house and pick’s out the leftovers from it one by one. 
It is disturbing to watch so much good food go uneaten every day.  After that he goes to a 
community chute bin to see the amount of food wasted there. He picks up the trash bags for 
survey and displays the amount of useful food items thrown by people directly from the chute. 
He again takes the trash bags at a house, and the result is shocking. Food items, such as 
unexpired milk, packed bagels, uneaten wafers, cake, ice creams and other indefinite edible 
items. 
Afterwards, he went to a street and showed the wasteful images he captured from the 
experiment to a homeless person sitting on a footpath. It is a smart idea to include reactions of a 
homeless person on wasted food because it can help the audience understand the value of food 
from a perspective of a person who struggle every day for food. It also highlights the fact that a 
country like the US, where more than sufficient is produced to feed the entire population, one out 
of six Americans are facing food insecurity. 
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The video is both simple and doable. Any layperson can visit the nearest trash station will 
witness the same result shown in the video. This food waste experiment highlights the food 
waste scandal at the consumer level and how people are recklessly wasting food without even 
thinking about the impact it creates on the environment. The food waste issue in the experiment 
is mainly depicted from the perspective of consumer moral tragedy that reflects consumers' 
inconsiderate behaviour towards food. 
 
School Food Waste Recycling- This ten-minute video is created by Ramsey County 
Resource Recovery Project, who are involved in recovering wasted food in the city of Saint Paul 
in Minnesota. The food waste video focuses on food recycle program at St Paul public 
elementary school. The entire film is mostly shot in the school cafeteria. The films start at St 
Paul school cafeteria where students are happily eating and enjoying their food. The narrator in 
the video discuss student’s food waste habits and how they usually take more food than required 
that ultimately ends up in the garbage. “You should eat what you take” states the narrator to 
highlights the general attitude of negligence students and people in the US have towards food.  
The sentence appeals to the moral duty of every consumer; and not the students only towards 
food. As the target audience of the video is school students, the narrator describes food waste 
facts in lighter and amusing manner especially where he compares the amount of food wasted in 
school with 2.5 elephants. 
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Nevertheless, what can be done if uneaten food still gets thrown away in the dumpsters? 
To address this challenge, St Paul school launched the recycling project where students throw 
away their uneaten food in a separate compost barrel, specially made to feed the farm animals for 
reusing the leftovers. All the students of the school diligently follow the compost practice that 
proved beneficial to reduce food waste. The staff at St Paul discuss the positive impact of the 
recycle program. According to the school Principal’s interview, the recycling program is cost 
effective and has been helpful to reduce garbage dumpster to half of what it used to be before the 
recycling project. Food custodians observed the remarkable change in the size and weight of the 
barrel. Before the program, their waste bin sizes were massive and used to produce a lot of bad 
odor. But now, because of the availability of a separate compost barrels, their regular containers 
are lighter and do not produce a bad odor. With the help of the recycling program, the trash pick-
up days is reduced from five days to two days. 
 
Unlike other videos, this social experiment waste is not densely filled with food waste 
details, yet it conveys the underlying issue effectively. It also provides the plausible solution that 
institutions can reinforce to reduce food waste. The school is a learning institution that helps 
students in adopting new healthy behavior. If every school in the United States and everywhere 
start adopting this recycling program, then an enormous amount of good food can be saved from 
landfills. Through recycling project, the student will learn to value food and will also take these 
healthy habits at homes that will encourage their family members to reduce food waste at the 
household level. 
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Food Waste: Last Week Tonight with John Oliver- This video on food waste is from a 
popular weekly late night show at HBO show Last Week Tonight. The late night program 
discusses latest political affairs and current events around the world from a satirical perspective. 
John Oliver who is a famous comedian is a prime correspondent in the show. The video on the 
food waste subject had 7 million views on YouTube and roused heavy discussion on the food 
waste issue all around in the developed nations. 
 
The video starts with food commercials that advertise junk food through their loud and 
catchy phrases and other graphic elements. The food promotion clips used in the video 
emphasize the quantity of food available in the United States and describe typical food culture in 
America. "Celebrating America often goes hand-in-hand with celebrating its food". But despite 
the sufficient quantity produced in America, 40% of it never gets eaten and goes straight into 
garbage barrels and landfills. The amount of food wasted in US alone is enough to fill 780 
football stadium every year. 
 
An another news clipping shows the enormous amount of good vegetables such as 
broccoli, spinach and kale that are still unused are recklessly thrown away in the garbage 
dumpsters (see Image-3) and yet, there are still people in the US who are food insecure. To 
emphasize the paradoxical relationship with food, the episode included a news clip, showing a 
family a four, a mother and her three children who have to struggle every day to meet their basic 
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food necessity. “It’s absolutely crazy”, says John Oliver and yes it is indeed, especially in a 
country like the US that produce excessive amount of food. 
 
He then shows a small section of the film, Just Eat It, which explains the impact of 
enormous food waste on the environment, which ultimately gets dumped in landfills. Throwing 
food in landfills produce a large of amount of greenhouse gases such as methane. As aptly 
explained in a clipping by Dana Gunther, a food waste expert at National Resource Defense 
Council that consumers lose 15% to 25% food that they buy, which essentially means that they 
are throwing away one out of four bags in the trash bins. 
 
The food waste episode describes why grocery stores are obligated to stack up big bundles of 
vegetable and fruits on their shelves for display. An interview of a small grocery shop owner 
explains that if grocery shops have a less amount of food to present to the consumers than 
customers, out of fear will refuse to pick that the last options are usually considered unfit to eat. 
 
The video also describes how supermarket's stringent aesthetic standards on fruits and 
vegetables have led to rejection of perfectly edible food. One of a news clip presented in the 
video shows a farm in the US where thousands of peaches are left to rot because they were 
slightly below to the required food aesthetic standards. The other reasons described for food 
waste is confusing food labels at the food packages. This ambiguous food labels create 
anticipated fear for health and consumers end up wasting good food items that have not even 
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expired yet.  However, Emily Broad Leib, Director of the Harvard Food Law and Policy Clinic, 
explains that the, “used by”, “sell by” and “best by” are manufacturers best guess for food best 
quality and has nothing to do with the safety of the food items. 
 
In the food waste literature, food manufactures have been criticized for wasting food instead of 
donating it. But John Oliver explains the stand of these food producers and manufactures. 
Donating food for free is also every expensive from small to medium scale farmers and 
manufacturers because they are unsure whether they will get tax benefits at the end of the year or 
not. The government and the system are also highly responsible here as it gives a tax break to the 
large corporation for donating food but giving the same benefit to small industries is not a 
permanent part of the tax law. He showed a legislature piece that highlighted the flustered system 
of the policy makers. An H.R 644 “Fighter Hunger Incentive Act of 2015” was proposed in 
February at the house of representatives to make tax break permanent but by the time through 
senates, the same bills was retitled as “Trade Facilitation and Trade Enforcement Act of 2015” 
that concerns with border control and Israel and US relations which off course has nothing to do 
with permanent tax breaks for donating food. 
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Image-3 
Food Waste: Last Week Tonight with John Oliver, YouTube, 2015 
 
However, he explains in the end that getting small business donate food is just a small 
part of the solution. There are still many other issues regarding food waste that need to be 
resolved. Consumers attitude towards waste needs to be changed by encouraging them to eat 
ugly vegetables and by motivating them to check the quality of food and not the label before 
throwing them into the dustbins. Until now, policymakers in the US have never been criticized 
for contributing to food waste, but this video reveals how terribly responsible the system is for 
instigating food waste. 
 
New bio label could reduce food waste- This 2-minute news clip on food waste by Euro 
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news knowledge reports the latest scientific researches directly from scientific laboratories. This 
short clip addresses one of the important solutions on food waste subject. Inaccurate food 
labelling has been leading to a lot of food waste-, especially meat and dairy products. Household 
consumers, the staff members at the supermarket, throw away food solely by food labels, that in 
fact represents manufacture best guess for food’s best quality and not the safety of food products. 
But the bio label can help them in determining the expiry date of the food, thus reducing 
unnecessary food waste of the items which are still usable. A British research student has 
designed a bio-reactive food label that updates its status according to the food in the package. 
The gelatin layer of the label will decompose and become liquid as soon as the food expires, this 
helps the consumer to notice whether the food has expired or not. 
 
Food labels such as ‘sell by’, ‘best by’ have always created confusion among the 
consumers that has caused unnecessary discarding of usable food but if the bio-reactive food 
label product gets successfully launch in the market then there will be finally a label that will 
accurately inform the consumers ‘dead by’ status of the food. This will lead to less wastage of 
the food which is not expired yet but is still thrown away because of their ambiguous food label. 
 
Wasting Food is Awesome- This video on food waste in Singapore is made by Ministry 
of Funny that creates videos on YouTube to address stereotype issues and social problems in 
Singapore and around the world. The video starts at a street, where the presenter is carrying a 
banner “I Love Wasting Food”. He is standing on a footpath and throwing bread pieces all over, 
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in front of passerby’s.  The pedestrians are annoyed and criticize him for wasting food. The idea 
of the social experiment which continues for almost a minute is to make people understand that 
they care about the food waste when they see it explicitly happening around them and are rarely 
concerned about the food waste that occurs at extravagant rate extravagantly under their nose. 
Nichol NG, Co-founder of the food bank, a charitable organization that donate from surplus 
market to soup kitchens and family service centers reveals in the year video that Singapore waste 
more than 700 million thousand tones per which is equivalent to 700 thousand tonnes a day that 
is almost 188 double decker bus food waste a day. Singapore is one of the highest GDP 
producing countries of the world, yet one out every ten people in Singapore can’t meet their 
daily food need. 
 
There is significant literature on food waste problems in the US, but food waste in rich 
nations of Asia is rarely addressed. This is, however, the first video that discus’s food waste 
issues in Singapore, the 3rd largest GDP in the world who is currently inefficient to meet basic 
food necessities of one-tenth of the population in the country. The causes of food waste shown in 
Singapore are exactly similar to the US. It is cheaper for food producers, restaurants in Singapore 
too to throw edible food in landfills than donating it to charity. 
 
The Story of Stuff- This short film on the lifecycle of consumerism and material goods is 
an animated documentary made and narrated by filmmaker Annie Leonard, an expert on 
international sustainability and a critic on consumerism. It is produced by Tides Foundation, 
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which donates money for political and socially liberal causes, in collaboration with other 
foundations and funders work groups. 
 
The movie starts with Annie Leonard where she explains the life cycle of stuff which 
starts from extraction, production, distribution, consumption and disposal. But the system is not 
that simple because at every stage this linear system interacts with society, culture, government 
and corporations. Also, the role and relationships of the stakeholders involved in the system are 
not always uniform. Government and conglomerates usually have more power and influence on 
the system, and they make sure that everything works according to their need and requirement 
rather the community and environment. 
 
The US is one of the richest countries in the world. It has a total 5% of the world 
population yet it is using 30% of the world resources by exploiting the natural reserves of the 
third world countries and converting them into synthetic products. These artificial products 
which are widely and cheaply available in the US market have transformed the entire US society 
into consumers. “The average consumer in U.S are consuming twice as what they used to 
consume 50 years ago.” President Eisenhower Council of Economic Chair says that American 
economy ultimate purpose is to produce more consumer goods so that consumption can become 
a ritual in people’s life. 
 
The consumers’ moral dilemma is one of the leading reason for food waste in the above 
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ten videos. However, no sufficient answers were given that why consumers in US and other 
developed nations have rare concerns for the food they waste. Watching the documentary will 
help food waste advocators understand the fact that how governments and industries in US and 
other rich countries strategically designed an economic system so that things are “consumed, 
burned up, replaced and discarded at an accelerating rate.” After 9/11, when the country was in 
shock, President Bush instead on suggesting any other appropriate things like to grieve, to pray, 
to hope, he suggested people to go and shop! These facts, however, do not redeem the consumers 
in the US for their wasteful habits. In the end, the consumer makes the decision for wasting, but 
it is also important to understand these convoluted economic structures that have been designed 
specifically to influence consumers in indulging into wasteful behaviours. 
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Chapter 5: Findings 
This chapter examines the persuasive elements of food waste social advertisements based 
on the rhetorical appeals of ethos, pathos and logos. I am using C Higgins and R. Walker’s 
technique of rhetorical analysis (2012). They adopt Kenneth Burke’s notion that rhetoric reveals 
how persuasive language and symbols can influence organization conformity to societal 
expectation of sustainability (Higgins & Walker, 2012, p. 195). They constructed persuasive 
techniques (Exhibit -2) to elucidate Aristotle’s elements of persuasion; ethos, pathos and logos 
for influencing organization responsibility towards sustainability. I am using the same techniques 
to examine the persuasive effects of food waste social advertisements. 
       
Ethos- Personal pronouns especially ‘you’, and ‘we’ are used in seven out of eleven food 
waste videos. ‘You don’t want to know how much food we waste every year’, ‘you should eat 
what you take’, ‘we all have responsibility towards food waste problems’ and similar statements 
are used by the commentators in the food waste videos to bolster the similarity and correlation 
between author and the target audience as consumers.  The element of ingratiation is employed 
in ten out eleven food waste social advertisements. The word ‘Americans’, is used in 8 videos 
while ‘Singapore’, ‘Europe’, is used in the remaining two videos respectively for clearly 
highlighting the role of consumers especially in developed societies in food waste crisis.  
     
All the food waste advertisements have evidence of expertise appeal. However, seven out 
of eleven videos have explicitly employed food waste experts and organization opinions on food 
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waste issue. We encountered Dana Gunther, food waste expert at National Resource Defense 
Council in the trailer of ‘Just Eat It ‘and in ‘The Big Waste | Why Do We Throw so much Food’, 
Tristam Stuart, UK based food waste campaigner, Mathy Stanislaus, Assistant Administrator in 
Environment Protection Agency, Annie Leonard, an expert on international sustainability and 
staff and administration working for food donating organizations.  Such as Food Cowboys, 
Manna Food centers and other charitable organizations are also there as these people have first-
hand experience wasteful food waste activities by farmer markets and other supermarkets. These 
acknowledgements of verified sources establish credibility and emphasize the authority and 
persuasiveness of the speakers and organizations character.  
 
Speakers in seven out of eleven videos admit that as consumers they are also responsible 
for the food that they waste. The hint of self-criticism reflects in statements such as “It is not 
about the food we eat but the food we don’t eat”, “you don’t want to know how much food we 
waste”, “shouldn’t we don’t care about food waste we don’t see”, etc. These declarations suggest 
that as consumers it is everybody’s responsibility to reduce food waste. This critical evaluation 
of ‘self’ behaviour towards food waste will motivate consumers to keep their negligent 
behaviour in check and will help them to make more informed decisions in future. 
 
The elements to succeed are present in all the videos as each of the social advertisement 
presents food waste crisis in their individual style. For example, in the video ‘School Food Waste 
Recycling’ St Paul school launched the recycling project where students throw away their 
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uneaten food in a separate compost barrel, specially made to feed the farm animals for reusing 
the leftovers. This program was successful to reduce food waste at the school, and if the same 
project is applied in other schools, then chances are a lot of food waste can be cut at school and 
college level. Another social advertisement presents a new technology the bio label that can help 
them in determining the expiry date of the food, thus reducing unnecessary food waste of the 
items which are still usable. 
 
However, accomplishments of the past can be evaluated only regarding the number of 
viewers and global acclaims food waste videos received. Four out eleven videos have been 
viewed more than 1 million viewers on YouTube. ‘The Last Week Tonight’ episode on food 
waste alone has 7 million views, 82,000 likes and more than 8000 comments on the YouTube 
discussion platform. ‘Story of Stuff’ not only has 4 million views but has been widely used in 
elementary schools for food waste awareness purposes. ‘Joey Salads social experiment’ on food 
waste has been viewed by 2 million and ‘The Extraordinary Life and Times of Strawberry’ 
produced by Ad Council has over 1 million views on YouTube alone.  
 
Logos- All the social advertisements have systematically presented the issue of food 
waste a logical and argumentative manner from their distinctive style. Two videos on food waste 
explain the problem by giving testimonies of food waste experts and organizations involved to 
reduce food waste. Three videos conducted social experiment to reflect reckless consumer 
behaviour towards food; two videos use the factually presentation of the videos with an 
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omnipresent narrator speaking in the background. 1 uses storytelling technique to describe the 
food waste phenomenon.  No matter what their presentation style is, they all have cogently 
presented food waste argument and created a sense of urgency towards the problem.  
 
Ten out of eleven videos provide a detailed justification for not wasting food. The 
question ‘why should we care?’ is clearly explained in the social advertisements. These videos 
quantify the food waste impacts on the environment, biodiversity and on almost 80 million who 
can use that food to fulfil their basic need. “16 percent of methane emission from our landfills 
caused by food waste, “all the natural resources use for growing, processing, distributing and 
marketing are lost with the food we waste”, if greenhouse gas were a country it would represent 
the third largest emitting country in the world”; In 2013, 50 million people faced food insecurity 
in the US etc. are the defenses and justification used by the speakers against food waste.  
 
Eight out of eleven social ads presents food waste facts and figures in America at retail 
and consumption stage, while the other three talks about waste facts in UK, Singapore and 
around the world respectively. 49 million people struggle to put food on the table, “Americans 
throw away $165 billions of food every year”, “In US nearly 8% of food is lost in the production, 
food industry loses 4%, supermarkets are responsible for 6%, restaurants contribute to 15% and 
household throw away nearly 25% of food every year”, “one out ten people in Singapore are 
food insecure” etc. are the statements used in the videos to enumerate food waste facts and data 
for educating consumers about food waste issue.  
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Seven out of eleven videos have presented strong visual evidence of food waste to show 
the views the intensity of this matter. Images (refer image-1,2,3) of uneaten food recklessly 
thrown in the community dustbins, supermarkets throwing away untouched and packed food in 
abundance, food producers and manufacturers rejecting a huge amount of fresh fruits and 
vegetables due to artificial food aesthetic standards, etc. are incorporated to present the food 
waste moral crisis. These visuals are extremely alarming and will create an impression on the 
viewers that will make them more vigilant about food waste problems in future. 
 
Pathos- The range of emotions that these eleven videos evocate are as intense as shame 
and remorse to mild feelings of encouragement and positivity. Every video will make viewers 
more informed and aware of the global food waste crisis that will help them to become more 
conscious and responsible towards their personal wasteful behaviour.  
 
Seven out of the eleven videos share close identification with consumers’ emotions and 
suggest that food waste happens due to negligence and carelessness of household consumers and 
two videos explicitly states that food waste is a moral crisis that occurs because of the wasteful 
mentality of the average people in the rich economy. “We as Americans are lazy”, said by CEO 
of the Central Kitchen in one of the video. The food waste video from Last Week Tonight video 
shows that consumers fear and confusion with food labels are important concerns that should be 
addressed to reduce consumer level food waste. Whereas, the documentary ‘Story of Stuff’ put’s 
 58 
 
responsibility on the economic and political structure for developing the consumerist culture in 
the American society that has increased consumers waste-producing activities.  
 
In six out of eleven food waste videos, metaphors and analogies are used to describe food 
waste statistics. ‘Food waste in the US is equivalent to 730 football stadium’,’ average school 
food waste in schools is 2.5 elephants every year.’ ‘In Singapore food waste is 188 double decker 
buses every day.’ ‘Every year total food waste loss globally is equal to the total land area of 
China, Mongolia and Kazakhstan.’ ‘Total water wasted to produce the wasted food can fulfil the 
water requirements of everyone around the world.’ These symbolic correspondences manifest the 
vastness of food waste issue that can elicit emotional responses of the target audience and can 
help them to reduce their food waste activities.  
 
Discussion     
These eleven food waste social advertisements clearly outline the fact that food waste is 
an emerging global crisis and yet, there has not been enough coordinated action addressing this 
problem.  30-40% and more food are wasted in rich economies and especially in the US. 8 out of 
eleven social advertisements explicitly talk about food waste in the United States. The other two 
discuss food waste in Singapore and United Kingdom, whereas the remaining one talks about 
food waste crisis around the world. Also, mostly every video held consumers in developed 
economies responsible for at least 1/3 of total food waste. Consumers negligence, inconvenience, 
confusion and fear are major factors that have exacerbated food waste problems at the consumer 
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level.  
 
The three rhetorical appeals of persuasion; Ethos, Pathos and Logos, are embraced by all 
the food waste food videos. Though, some of them have more constituencies of a specific appeal 
than the other two.  
      
“The Extraordinary Life and Time of Strawberry” has strong elements of ethos. The 
social advertisement embellishes the ordinary strawberry with all the human characteristics from 
‘farm to fork’ stage. The background music enhances the life journey of the strawberry and its 
romantic inclination with a lemon also sketches the perfect storyline for the strawberry. Strong 
emotions of sadness and guilt are produced when the strawberry rotten inside the refrigerator due 
to a consumer negligence. The depiction of negligent behaviour reflects the attitude of average 
consumers in developed society especially the US towards food. This social advertisement by Ad 
Council is the one food video that acts as a wake-up call for the people who waste food due to 
their complete negligence and irresponsible behaviour.  
 
“The Story of Stuff” is one of the eleven videos that explains consumers’ psychology 
towards food waste. It is pioneer documentary on food waste issue that blames the political and 
economic system for making consumption “our way of life” so that the vicious cycle demands 
and supply will always accelerate to boost the US economy. After 9/11 when the entire US 
population was distressed, President Bush suggested the people, to go and shop! Not to mourn or 
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grieve but to shop! This food waste documentary helps the average American consumers to 
recognize the problem with their current lifestyle and question the system which has been 
subliminally developing the attitude of “shop more, waste more” in the minds of the people. 
 
Elements of ethos are uniformly interspersed across all the food videos but “Last Week 
Tonight” episode on food waste presents the most credible and trustworthy facts on food waste 
issue. John Oliver in his narration backed up his every statement with reliable sources by 
presenting reports from where he quoted the food waste information. He has also used short 
excerpts from news clips, documentaries, interviews to strengthen the food waste information.  
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Chapter 6: Conclusion 
Food waste at the consumption level is a complex issue that offers rich opportunities for 
researchers to identify different actions to trigger changes in consumer behavior. The rhetorical 
analysis framework presents a potential method for constructing persuasive food waste 
advertisements. I also examined the hypothesis that applying social marketing principles can 
motivate consumers to reduce their food waste.  
This research, however, did not observe the direct impact of social advertisement on the 
consumers, but the academic paper by Shannon Cuff and Heather Statz (2010) has chronicled the 
impact of the documentary ‘Story of Stuff’ on elementary and middle school students.  
 
Watching the short documentary on food waste helped students to critically analyze the 
issues of food waste and consumerism (Cuff & Statz, 2010, p. 30). When they were asked to 
document their thoughts on the movie they wrote: 
"We can reduce the waste if the people who make stuff make it recyclable. We could have a 
better earth. 99% of our stuff is thrown away!!!!! One of our high school students reflected, "I 
was surprised at how much of what we buy/consume is just thrown away within about six 
months. Also that each person contributes' about 4.5 lbs. of trash each day." 
 
Students also used their writing genre-poetry, diary entry, memoir to present their thoughts and 
feelings-      
“Nicole, a seventh-grade student, wrote the following: 
 62 
 
Why do we do it? 
Our work down the drain. 
People in deep debt. 
Gone our hope of our future. 
Welcoming the shame. 
Relying on our planet. 
Yet no planet to be seen. 
Hiding from the collectors. 
Searching for the help which cannot be found. 
Children of the future paying for the death of our economy 
and no one there to mourn. 
Why do we do it? 
 
A senior, Adam, composed this poem: 
Untitled 
the pollution we make 
the stuff we take 
is going to turn us 
into what we make waste” (Cuff & Statz, 2010, pp. 30-31) 
 
If “The Story of Stuff” can create strong psychological impacts on students, then it 
wouldn’t be entirely wrong to assume that social advertisements can also influence consumers to 
reduce food waste. But the major constraint of the persuasive effects of food waste videos is that 
consumers have a tendency to forget. They will probably recede to their old wasteful behavior 
that is deeply ingrained in their consumerist culture. That is why it is necessary that social 
marketers repeatedly provide information through various sources that can entail changes in 
habits and perception towards food waste.  
 
Not only consumers but other stakeholders in the food chain should also set their action 
into motion to reduce food waste. Activities of retailers are driven to increase the efficiency of 
supplying food products. They fear that if their food items are not according to the standard 
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aesthetic standards then consumers will stop buying the produce from them and their image and 
brand value will decrease. However, in Sweden and U.K. harvest of apples and potatoes failed to 
qualify the standard of appearance but consumers purchased the produce anyways. Therefore, 
these qualifiers of food appearance and relative and easy to shift. Hence, supermarkets and 
retailers should reduce the food cosmetic standards towards their producers, distributors and 
importers, so that good produce do not end up in landfills (Aschemann-Witzel, 2015, pg. 6467). 
 Instructional institutions like schools and colleges can adopt various recycle programs similar to 
the one shown in the social advertisement ‘School Waste Recycle Program’ in which St Paul 
school in Minnesota launched the recycling project where students throw away their uneaten 
food in a separate compost barrel, specially made to feed the farm animals for reusing the 
leftovers. The government should also provide tax breaks to small and middle-level food 
producers and manufactures for donating food to the charitable organization and food kitchens to 
unnecessary food waste.  
 
Research on consumer level food waste has increased in the past few years. However, 
new applied mechanisms should be explored by the academic community for analyzing food 
waste problem through different theoretical lenses. Doing so will provide new insights on 
consumption behavior that might be useful for efficiently changing consumer behavior towards.  
      
Research Limitations 
This thesis contributes to developing social marketing approaches for communicating 
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food waste issue. The rhetorical analysis method is used for examining the possible persuasive 
effects that these social advertisements can produce to reduce food waste behaviour at 
consumption stage. However, this study neither addresses the nature and extent of the behaviour 
change in consumers’ actions and behaviour towards food waste problem, nor it includes 
consumers’ involvement and reaction to food waste messages. The basic premise of the thesis is 
that social marketing can influence consumer behaviour to reduce food waste activities. But 
consumers have a tendency to forget information and have difficulty in managing their 
motivation to completely adopt socially benefiting behaviour. Given that tradeoff for accepting 
food management behaviour and adopting a completely new set of attitude and skills to reduce 
food waste, it is not easy to change consumer behaviour towards food waste. Therefore, multiple 
communication channels and involvement of various actors is necessary for imparting actionable 
tools and tips to reduce food waste.  
 
As explicitly stated in the literature that with time, social marketing has involved into a 
better and sophisticated model for producing behaviour change. The tendency to exclusively 
assign advertising in social marketing campaign started obliterating and the need to have a 
complementary mix of marketing elements started taking place for accomplishing social 
objectives.  
 
Scope for Future Research 
Analyzing the persuasive content of eleven social advertisements by using Aristotelean 
 65 
 
framework and Kenneth Burke techniques of rhetorical gives an insight whether food waste 
advertisement would be effective to persuade consumer food waste behaviour in developed 
economies of the world. The use of different categories (Exhibit-2) for examining the logic, facts 
and emotion highlight the possible impact of social advertisements on consumers especially the 
average citizens in the developed nations. However, further research in the form of a social 
experiment should be conducted that will exhibit the nature and extent of influence and will 
accurately enumerate the persuasive effects of the food waste videos at the relevant audience.  
Due to time scarcity, I couldn’t analyze the persuasive effects of food waste social 
advertisements. But in future I would set out to investigate the impact of social advertisement for 
reducing food waste behavior in the developed societies. I would consider several different 
methods, including social experiment, focus group and surveys, in order to observe and measure 
the influence of food waste social advertisement in their behavior. 
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